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FOREWORD 



Traditionally vocational education has been geared primarily 
CO preparini students for employment— to preparing employees. 
Yet there Is another career path available; students can learn 
how to set up and manage their own businesses. They can become 
entrt'preneurs 1 

Vocational education, by its very nature, is well suited to 
developing entrepreneurs. It is important that entrepreneurship 
education be developed and incorporated as a distinct but integral 
part of all vocational educatlbn program areas. A Prograni for 
Acquiring Competence in Entrepreneurship (PACE) represents a way 
to iuiLiate further action in this direction. 

The strength behind these instructional units is the interest 
and involvement of vocational educators and successful entrepreneurs 
In the state of Ohio and across the nation. Special recognition is 
extended to the project staff: Lorraine T. Furtado, Project Director 
and Lee Kopp . Program Associate . Appreciation is also expressed to 
the many who reviewed and revised the drafts of the units; Ferman 
Moody. Hannali Eisner, and Sandra Gurvis. We owe a special thanks to 
thosti consultants who contributed to the content of this publications 
Carol Lae Bodeen, Louis G. Gross, Douglass Guikema, Peter G. Haines, 
Philip S. Manthey, Charles S. McDowell, Mary E. McKnight, Steven R. 
Miller, Barbara S. Riley, Barbara A. Rupp* Ruth Ann Snyder, Robert L. 
Suttle, Florence M. Wellman and Roy H. Young. 

Robert E. Taylor 

Executive Director 

The National Center for 

Resear h in Vocational Education 



HOW TO USE PACE 



A Program fur Acquiring Competence in Encrepreneurship 
(PACE) is a curriculum responsive to the need for instruction 
in entrepreneurship. It is primarily for postsacondary level, 
including four year colleges and adult education, but it can 
also be adapted for special groups. PACE is divided into three 
\ irts (1) Getting Ready to Become an Entrepreneur, (2) . Becoming 
an Entrepreneur (establishing a business), and (3) Being sn 
Entrepreneur (operating a business). 

Each of thu three parts has a set of instructional units which 
relate to that topic* Within these units, the material is organized 
into three levels of learnings EKposures ^plorationj and Prepara-- 
tion/Adaptation. These levels of learning progress from simple to 
complex concepts^ 

The levels of learning will enable you to use the PACE material 
to suit your individual needs. You may find it best to work with 
Che exposure level of one unit and the exploration level of anbther. 
Or, you may choose to pursue one level throughout the entire series. 
You might also want to work through two or more levels in one unit 
before going on to fhe next unit. 

Before beginning a unit, discuss with your instructor what leve 
or levels of learning in that unit ere most appropriate to your goal 
and abilities* Read the unit overview and look through the pre/post 
assessments for the three levels to help you in your choice^ Also 
check the list of definitions you might need to look up or research 
for that level. 

When you are ready to start, turn to th- level you have chosen, 
cm' t\\e pr^^n sessment r " it' vfy those L.Lems which you feel need 
Si lai aLLeiicion in the unit. Also look at the learning objectives 
they will tell you what you should be able to do by the time you 
1 inish that level of learning. 

As you read^ you will no^'^^^- qu'^^^ as in the margins alongside 
the substan^ Lve content pui :i<; " oi each level* Use . these questions 
:o guide yoi;r reading. 

At the end of each level of learning are activities which help 
you become Involved with the content presented in the unit. You and 
your instructor can decide on how many activities you should do^ you 
may want to do several or you many need to do all. 
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Then, evaluate yourself 4 Is there any material that you need 
CO raview before you take the postassessment ? The difference in your 
anMWura on the pru/poataasessments Hliouid show you how much yo^- have 
grown in yuur knowledgu of entri*prt^iumrHhtp. 

When you and your instructor feel that you have successfully 
completed that level, you are ready to begin another level of learning 
either in the ^ame unit or in another* 
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OVERVIEW OF THE UNIT 



This unit will explain why it is important for you to 
have a coimnunity relations plan for your business. The public 
image your firm projects is very important. Successful enCre- 
preneurs understand their coTnznunlty and public responsibility. 

In this unit, you will learn the ways in which you can 
help your business to interact successfully with Its cotmnuniCy. 
Among the specific topics addressed are your participation in 
community orianizatlons, your advertising and public ralations 
releases, and your development of a community relations plan. 
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PATH OF STUDY 
PART I^^ GETTING READY TO BECOME m ENTREPRENEUR 

Unit I A 
Unit I B 
Unit I C 

PART II-- BECOMING AN ENTREPRENEUR 
Unit II A 
Unit II B 



PART III " BEING AN ENTREPRENEUR 
Unit III A 
Unit III B 
Unit III C 
Unit III D 
Unit III E 
Unit III F 



YOU ARE HE^ E^ Unit III G — Comnunity Ralati 
Unit III H 



Unit II C 



Unit II D 



Unit II E 



Unit II F 




EXPOSURE ' ' PART It L UNIT G 

COMMUNITY RELATIONS 

' PREASSESSMENT 

Here are some questions that test for knowledge of the 

contents of this level. If you are very fatailiar with the infor-. 

matlon needed to answer thetn, perhaps you should go to another 

level or unit — ■ check with your Instructor. Otherwise, jot down 

■ i ' 

your answers. After you've read through this level, take the 

postassessinent at the end of the "Exposure Activities" section 
and measure what you've learned. 

1, "Good conmunity relations begin with the^ personality 
the antrapreneur displays in relationships with the 
banker, aupplier, and public." React to this stateinent. 

2, "Buslnasses seiling basically the same products don't 
necessarily want to have Lhe same image." Do you agree 
or disagree? Why might firms in the same field want 

to develop different public images? 

3, Name and describe two service clubs and one professional 
group yoil believe you, wauld Join to promote good relations 
between your f^ptuand the coimiiunity, .Why did you select 
these organizations? '\ ' 
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-..^ Part III I Unit G 

■ ... Comraunity Relations 

What kind of public image do you want your firm to have? 
What strategies would you use to implement your cotmnunlty 
relations plan? 

As an entrepreneurs how would you respond to the consuTner 
demand that ftntrepreneurs assume responsibility for the 
community? What impact would this demand have on your 
business? 

/ 
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TEACHING/LEARNING OBOECTIVES 

f ' 

upon complajion of this level of instruction you should 

r 

be able to I 

1. Describe the importance of coiranunlty relations 

to business. \ 
Ir Identify the variety of sources from which the 

comiunity learns about a company. 
■^3, Discuss the importance of company involvement in 

comiunity and professional organizations* 



./I 
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Part III, Unit G 
Community Relations 

SUBSTMTiVE INFORMATION 

DEFINING COmJNiTY RELATIONS 
The term "coiranunity relations" describes the Interaction 
of your business and the people , organizations, and groups in its 
surrounding con^unlty* As the entrepreneur j you can take the 
first steps toward establishing good coimnunity relations by 
dealing fairly and courteously with those people in the community 
whom you encounter in business transactions—your customers or 
clients, your bankers supplier^ and postal officials. The atti- 
tude of your employees, the physical appearance of your business, 
the ways in which your business participates in or supports commun- 
ity projects are all a part of your community relations* 

' , YOUR FIRM'S tMAGE . " 

Yous your firm's policies ^ and your performance are evaluated 
by others. This constitutes your firm^s images-how it is viewed 
by others* Everyone and every business makes an .mpressioh on 
other people— either good, bad , or indifferent. The irapreesion 
you leave becomes your reputation* The community will p i^s 
Judgment on your firm. Your business, your actions, and your/ Involve 

ment in community activities determine how you are perceive^. 

\/-. 

A firm can only remain in business as long as the pd^lic 

= ^ / 

permits it to operate and survive. Therefore, achieving a good ^ 

image is imperative if your business is to succeed, Suco4ssful 
businesses realize that everything they do must always project 
a posiMve image. 

. : 4 i& 



Part III, Unit G 
Corranunlty Relations 

Creating a good public image requires es tablishirig carefully 
considered and organized goals. You will need to encourage conunun^ 
ity understanding of your firm's activities* In addition, you 
should keap cpramunity members informed on how you are complying 
with rules and regulations designed to protect them. 

Your image begins to take form when you begin to inquire in 
the community about becoming an entrepreneur and with the initial 
actions you take in establishing a business, Similarlys your 
early dealings as an entrepreneur with the public will establish 
an impression of how ethical your firm will be, 

Conrounlty Expectations 
Every conmiunity is composed of a group of people living in 
the same area and having many common interests in works plays 
worships learning 5 and social interactions. In a conmiunity , there 
are responsibilities to be shared by both the community's citizens 
and its business institutions if all are to enjoy the benefits of 
good coTranunity life* Both groups contribute to a community's 
welfare. 

To foster good community relations, the business must respond 
to. its citizens by living up to the favorable expectations they 
have established, . Most connnunities expect a business organization 
to provide regular employment, good working conditions j fair pay, 
satisfying works and good products or servicps. They also antici-- 
pate that local businesses will purchase goodd and services from 
dealers in the connnunity, therefore helping the conmunity economi- 
cally. Vour business means jobs and dollars , and the conmiunity 's 




Part III, Unit G 
Conmiunity Relations 

economic growth and development is directly related to the employ 
ment and personal Income of its citizens* In addition, the com-- 
pany is expected to pay its share of taxes to support the local 

government and to contribute to worthwhile local charitable and 

i 

cultural project*::. Businesses are also expected to maintain a 

\ 

clean and attractive location. { 

There was a time when the entrepreneurs were able to operat 

' ' / \ - 

the firm pretty much as they wanted to. 'Profit margins were not 

questioned^ Advertising was not closely regulated* Product 

content was not closely r*avifwed. Safety in working conditions 

was not Investigated^ The / physical structure of the buildings 

w\^s left strictly, to the entrepreneur* 

More renentlyj conmunity concerns have been responsible for 

the dtV^ioprient of rules and regulations designed to protect the 

public f ram what are thought to be bad business practices. Con= 

turner advocacy is very important. Labor standards have been 

entabliGhefi and implemanted . Government agencies enforce rules 

ro/^ulal: vOfii^ ■ .i.hese r^^igulations are concerned with the pro-- 

'yfLtioa oi: ^^v,.>loyriu:-^ ^n/. the community , in addition to tax obliga' 

T^luns. T'^day t^w^ mcrrr^^r^i of the conOTUhity expect to see more pos; 

tive ^fcrio:^ Iram ba^^rjesses than payment of taxes* 

Sine?, a bi^siness has a responsibility to the community stocl 

UoLders and employees , you might think thatj at times , a business 

trying to practice good community relations might have to decide 

what each group considers acceptable behavior* Interef tingly , 

conflict seldom occurs. Stockholders and employees are part of tl 

coDmuriity and therefore share many of the expectations held by thi 
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COMUN ICATING YOUR FIRM'S IMAGE 
Coniffiunlcating your firm's image can be done through personal 

contact. Contact can be initiated through the mediae service clubs, 

\ 



civic organizations and professional organizations. 



The tnadia 



Medij ' ' 

may be anxious to inform the citizens of what your 

firm will contribute to their conmiunity in terms of jobs and noney, 
arid may become involved almost immediately. 

You should recognize that all your actions will be visibleV^ 

■ X 

You should prepare for possible interviews for radioj newspaper^ 
and television. Will you be ready to discuss what your firm ex- 
pects to contribute to the conmunity? Have you prepared a written 
statement which/ tells about your business? How you present your-- 
self is very Important to your firm's image. 

Many new businesses under construction put up a sign that 
states the number of employees to be hired and the contributions 
the firm will make to the community in tax dollars. While your 
place of business is being ^built or re^iodeledj you may want to 
usf this type of sign to inform the passing public of the 
planned bpening. This is a positive w^y of letting the public 
know about you. 
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•* HOW W YOU 

■ GET mVOLVED 
IN THE 
COmiUNITY? 



Se rvice Organizations /Service GlubA 
The cotnmunity also develops an Ir.age about you and your firm 
through your involvement with and coirmittment to community 
service organizations. This Involvement reflects your interest 
in the coimnunity and Its citizens. It will help the .coinmunity 
to get to know you on a social basis, and it will give you the 
opportunity to share the goals and objectives of your company. 
Your participation In such groups will allow you to 
inform the other members of the activities of your company. 

Your support of these organizations may take different 
forms. In some instances you may becoine an active member. ; 
Active participation in service clubs will take much precious 
time, but you will find the effort worth it. In others, you 
may choose to makn a r-nry contribution or contribute material 
to be used in special projects. Whatever the involvement, it 
will become another means of developing your firm's imagf.. 

'what civic' and service groups exist in the area in which 
you want to open your firm? The following, is a list of organi- 
nations found in many conmunities I 
1 , Lions Club 
,2, Urban League 

3. Junior Chamber of Commerce 

4. Optimists 

5. Business and Professional Women 

6. American Business Women 



/ 
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7, Special interest groups such as garden clubs or 
^ literary clutis. 

Professional Organizations 

If a professional organization in your field is available 
in the conanunity, seriously consider joining it. For axample, 
if you are a builder, you might want to Join a builder's 
■association. The common concerns that you share with the other 
members in the group is reason enough for you to become involved- 
Joining a professional organization will help you to become 
acquainted with the owners of well established businesses. These 
business people may be able to provide you with asslstri' ce in 
findin' reli-- ' luppliersj and in informing you *of local ordinances 
rules and regulations, and distribution problems that pertain 
to your kind of business* Joining a professional organization 
will help you get to know these individualf quicklys learn frdra 
one another, ^nd foster- the exchange of ideas. 

If there is no professional organisation in the area, perhaps 
you can establish one. Assuming the leadership necessary to form 
suci a group will be very time coiisumlngi however, the benefits 
to be gained by you and your firm may well be worth the effort. 
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EXPOSURE ACTIVITIES ^ ' 

As you have just read, iood community relations is a very 
important part of all businesses. Now that you have learned some 
ways to effect ^ good comnunity relations, try these activities. 

ASSESSMENT ONE 

^ 1. Watch your newspaper for articles telling about aomiun- 
ity relations activities of small businesses. Collect 
five such articles and describe your re. tion to each 
activity. Each reaction statement should be no more than 
^our^ paragraphs long and should include this informations 
a- Was the activity good for the conmiunity? 
b* What type of image did it create among the coranun- 

ity' a people? ' 
a. Was the comnunity relations activity one that you 

would undertake for your firm? Wliy? Why not? 
2. Make a list of all the ways you might learn about a 
business, Select a business and keep a log for on'e 
week of the information you get from radio, television, 
newspapers, billboards, publications, friands, family, 
and coworkers. Did you get the same image from all 
the sources? 

,3., "Check your local newspaper each day for one week and note 
the participation and support given by local businesses 
■'to comnunlty organizations. Were there some conmunity 
activities that seemed to get more business support than 

22 
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others? Old you find any relationship between the » 
coiranLmity group and the type of business? Did some 
busi.nesses seem to be more involved than others in 
comfflunlty activities? Write a detailed report of your r 
findings, making these and other comparisons of interest 
to you. ■ , 

Identify three or four small businesses in your conmiun- 
ity. Make sure at least two are in your area of interest 
Check with the owners/manaiers to define the conmiunlty 
organizations in which they are involved. Ask the 
owners/managers to explain their form of "support" for 
these groups. Are they very active in the conniiunity? 
Ask them to explain to you what they believe are the 
best ways to develop good community relations. Record 
your findings on a chart like the one below; 



Type of 
Business 


^ Business 
Name 


Community 
Organizations 


. - i 

Forin of | 
Support ! 

! 


Barber 
Shop 

■- 


Cuts and 
^ Cuts 

. j. , 


Rotary 


f 

Owner Is \ 
a member ; 

1 



POSTASSESSMENT 

1. "Good c.™nlty relations begin with the personality the 
entrepreneur dipplays in relationships with the banker,' 
supplier, and the public." React to this statement. 
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2. "Businesses selling basically the same products don-t ' 
necessarily want to have the same iMge, *- bo you 
agree or disagree? Why might firms in the same field 

, want to develop different public Images? 

3. Name and describe two service clubs and one professional 
group you believe you would join to promote good rela- 
tionshlps between your firm and the cofflnunity* I^y 

did you select these organizations? 

4. Describe the image you would want the public to have of 
your firm. Outline, a coTmunity relations, plan for your 
firm which would go into operation as soon as you select 
the site (before the business is opened)* What strate-- 
gles would you use from the beginning? 

5. As an entrepreneur, how. would you respond to the consumer 
demand that entrepreneurs assume responsibxlity for the 
community? What impact would this demand have on your 
business? ^ 

Compare your answers to your responses to the preassessment • 

/ 

You may want to check your posta'ssessitfent answers with your IT^ 

St rue tor, . / 

/ 
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SELF-EVALUATION 

How well did you know the information needed to do the 

activities? 

( ) Very well 

. ^ / ' ( ) Fairly well 

( ) ^ A llttlu. 

Be honest with yourself. If you feal you don't know the 
«^terlal well enough, it misht be helpful to review .his section 
before going on, ' . 
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EXPLORATION _ PART IIL UNIT G 

COMNITY RELATIONS 

PREASSESSMENT- 

Here are soma questions that tast for knowledge of the 
contents of this level. If you are very familiar with the 
information needed to answer them, perhaps you should go to 
another level or unit — check with your instructor. Otherwise, ^ 
jot down your answers. After you've read through this levels 
take the postassessmenc at the end of the "Explaratlon Activitia 
section and measure what you've If^arned, 

1, Vihat are the expected outco mes of good community 

' relations? Select two outcoines from your list and 
discuss them in detail. As an entrepreneur, how could 
you be assured tha^.^ these_,.out comes would occur ? 

2, What are the objectives of good relations programs 

in general. Explain why you selected those objectives 
for the type of business jou are interested in. Are 
some* more important than others? Why or why not? 

3, Can a good aonmunity relations progrAm help a company 
recruit qualified staff? 

4, Propose a complete coimnunity relations program for your 
business. State the objectives , cutcomes expected , and 
strategies you would use to achieve the objectives, 

5, "Your actions as an entrepreneur affect all people 
who come in contact with you in some maiiier/' React to 
this Btacement, Do you agree or disagree? Why? ^ 

15 



TEACHING/LEARNING OBJECTIVES 

, Upon completion of this lavel of Instruction^ you shot 
be able toi 

r 1* Identify the outcfmes expected in maintaining gooc 

coimnunity relations. 
2* Cite the objectives of a cominunity relations progi 
3- Explain how conmunity relations programs can help 

corapanies recruit qualified staff. 
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SUBSTANTIVE INFORMATION 

QUTCQMES OF GOOD CO^IUNITY RELATION S 
Good conmunity relations pay off. The firm that maintains 
good community relations can eKpect many good outcomes, including 
the following I 

1, Assured labor supply 

2, Sales opportunities 

3* Better living conditions in the cominunity 
4* Improved employee morale 

5. A more positive attitude toward the firm on the part 

of the civic sector of the coitmiunity 
6* Local legislation which does not discriminate against 

private enterprise 

7, Local identity that is very favorable 

8, Prevention of misunderstandings about the business 

9, More accurate conmiunlty understanding about the 
business and its role in the connnunity 

10^ Additional sources of credit or new capital, 
Tlie company's ability to recruit qualified employees depends 
greatly on the reputation the company maintains in the commimity. 
If you treat your employees as human beings with feelings, pay 
competitive wages, and provide a good working envirormient you 
can be assured of their loyalty. Employees who know that their 
employer is concerned about their housing, their schools, their 
churches, and the public services available in the 
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coTOnunity will probably be more productive on tha job and will 
probably feel good about their employar. Prospective workers 
will assuredly be in favor of working for your firm if y^u have 
developed the image of using ethical business practices, treating 
employees honestly, and being fair. The business dacisions you 
make are measured by those they affect. 

The conmunity, in turn, will be more responsive co your need 
If you present n good image. Frequently, a business 's efficiency 
is dependent on the reliability of the community services. The 
quality of your fire and police protection will have a direct 
bearing on your insurance costs. The efficiency of your garbage 
collection service could have an effact on your production costs, 
labor turnover, and the physical safety of your business property 
Maintaining good relations in the community will help you benefit 
from its services. 

As a business owner, you are responsible for conveying to 
the community the role small business has in our free enterprise 
system. The community needs to know you, and you need to know 
the community. As an entrepreneur, you must keep the public 
informed if you are to survive and be perceived as effective and 
industrious . 
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OBJECTIVES OF A CO^mmm m4TI0NS progr^ 



WHAT ME THE 

OBJECTIVES OF 

COmiUNITY 

RELATIONS? 



Thm ^izm and .characteristics of the locality in which the 
entrapreneur locates the business affect the objectives of the 
coOTnunity relations programs. The following are soma princlr 
objectives of coimunity relations programs that exist no vmatter 
where the firm is located. The company should strive tO; 

1. Inform the community about its policies ^ operations ^ 
and problems. The company should inform the community 
about its product or service^ how many people it employs, 
the amount of its payroll^ what It pays in taxes, what 
it spends locally, how it regards its coumiunity responsi- 
bilities, and what it contributes to local social and 
economic life* 

2* Inform people connected with thi" firm of its operatians 
and encourage them to tell about the company to their 
friends and neighbors. 

3, Correct misunderstandings and answer criticism of the 
company and its policies by local groups in an honest, 
objactivej and positive manner, 

4, Establish the company as an important part of conmunity 
life through contributions to local institutions and 
participation in neighborhood affairs and activities, 

5, Find out what members of the comiunity think and say 
about the company^^its policies ^ and operations. 
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6, Promota the welfare of the conmiunity by advertising 
its advantages and atL. actions to tourists and by 
promoting its resourcas and industrial potential to 
attract new Industry* 

7, Gain the undarstanding of the conmiunity during labor 
controversies through a candid discussion of the issues 
involved and the company's position* 

8, Get acquainted with the coimunity by inviting local 
groups and leaders to meet with you and your employees 
to sea how the firm operates, 

9, Assist local schools by furnishing facilities ^ resource 
peoplei, and equipment for training students, 

10* Support conmunity efforts to improve the quality of 

life. in the comnunity f or example, with park facilitiass 
auditoriiOTS for music and drama performances, stadiums 
for sporting events, 

11, Promote coTOnunity health by supporting local health 
programs , 

12. Support local programs to help reduce juvenile delinquency 
and gain the gaodwill of both young and old citizens, 

13* Aid local government in the improvement of public 

services and facilities, 
14, Cooperate with other companies in the coimnunity in 

promoting a better understanding of business. 
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Community Relations 



Generally speaking, the coiranunlty relations objectives of a 
a company are achieved by (1) informing the comniunity of all 
company news , which affects the citizens, (2) shQwlng coaperatlon 
with the conmunity in tasks related to civic grnvJth, improvement , 
and welfare, and (3) striving to foster a friendly and sym- 
pathetic relationship between the conununity and the company. 

It is not an easy task to set these objectives nor to achieve 
them. However^ developing a public image must include establishing 
carefully defined and organized goals and developing the strategies 
which will best achieve the goals. Remember, good coiimunity ^ 
relations are imperative to a business 's succesF. 
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EXPLORATION ACTIVITY 

Do you feel knowledgeable enough in conmiunity relations to 
be able to put into practice some of the techniques discussed in 
the unit? After completing tbe following activitjv, do a self- 
evaluation to check your understanding of the material. 

POSTASSESSMENT 

1* Describe four expected outcomes of good comrunicy 
relations. Select two outcomes from the list and 
disGUSS them in detail. As an entrepreneur ^ how 
could you be assured that these out^^cmes would occur? 

2* Good coBraaunity relations programs have objectives. 

Define and describe five of these. Identify an addi- 
tional two objectives in a business in your area of 
interest* t^y did you select th^ scv l ifted? Are 
they more important , in your opinion, Chan some others? 

3, Explain how a good community reiatiuns program can help 
company recruit qualified staff* 
, 4. Develop a complete community relations program for your 
business. State the objectives^ outcomes expected, and 
strategies you would use to achieve the objectives, 
5. "Your actions as an entrepreneur affect all people 
who come In contact with you in some manner," React 
to this statement. Do you agree or disagree? Why? 
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Compare your answerB to your responses to the praassessinent . 
You may want to check your postassessment answers with your 
instructor. 

SELF-EVALUATION 

How well did you know the infonnation needed to do the 
activities? 

^ ) Vary well 

( ) Fairly well 

( ) A little. 
Be honest with yourself. If you feel you don't know the 
material well enbugh, it might be helpful to review this section 
before gping on* 
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PREASSESSMENT 

Here are bome questions that test for knowledge of the 
contents of this level. If you are very familiar with the 
inforination needed to answer them, perhaps you should go to 
another level or unit - check with your instcuctor. Otherwise, 
Jot down your answers. After you've read through this level, 
take the postassessment at the end of the '■Preparation/Adaptation 
Activities" section and measure what you've learned. 

1. What tasks does the conmunity relations function 
involve? 

2. If you owned a small firm, to whom would you assign 

the responsibility for the conmunity relations function? 

3. What kind of information about a firm should be dis- 
seminated to the, community? 

4. What steps are involved in planning a community relations 
program? 

5. ' Identify the media available to communicate a firm's 

coimnunlcy relations program. What is the importance 
of each medium. in relation to your firm? Select three 
of the media that you uelieve you would want your firm to 
use. Why did you select the three you have identified? 
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TEACHING/LEARNING OBJECTIVES 



Upon completion of this level of instruction, you should 



1/ List the procedures to be followed in maintuining 
good cominunity relations * 

2. Identify those who should administer and implement 
the comunity relations program and deseribe their 
functions . 

3. List and describe the six recoranended steps in planning 
a consnunity relacions program* 

4. List the media available for cocmunicating your company's 
coimunity relations activities. 



be able to^ 
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SUBSTANTIVE INFORMATION 



WHAT IS THE 

commiT^ 

RELATIONS 
FUNCTION? 



ESTABLISHING A COWIUNITY REUTIONS PROGRAM 

The coimunicy relations function includes planning, conducting 
opinion research, establishing policies and objectives, preparing 
conffiiunication media, and evaluating the corrniunlty relations pro-^ 
gram. You may have to adapt these functior^^ for your entrepre' 
neurial needs. Regardless of whether your coTOnunity relations 
program is sophisticated or Informal, you must include all these 
tasks; they are the integral parts of any good community relations 
program. The program would not be completa if even one was lef". 

out. _ , . . ^, _ 

You might want to consider coordinating or assigning the 

responsibility for doing various tasks to your staff. You should 

closely analyze each person's strengths so you can delegate the 

responsibility to the person who might be most successful at 

performing the job* 

Should you believe that neither you nor any of your employees 
has the eKpertise to perform the tasks outlined above, you may 
want to consider obtaining outside asalstance. There are many 
consulting firms which specialize in coimnunity/ public relations 
work* They can promote your firm's image, develop the - - 
strategies necessary to perform the tasks of community relations, 
and even handle any press conferences, newspaper announcements, etc. 
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that you may want. Normally, the fees charged are high. However, 

the results wi^l justifv the expense. 

Good community relations require a great deal of the entrepra- 

neur's time and will probably cost money. As a beginning entrepre^ 
neur, you may not be as concerned with cOTimiunity relations as you 
are with finding the rigl^t suppliers. You have so much to do to 
open your business that developing a coTmnunity relations plan seems 
to be a task that can wait. 

Unfortunately s many nev? businesses get a public image without 
taking time to establish carefully defined and organizeri goals for 
the flrm^s conHnunlty relations activltieE. When goals are not 
established^ the public image developed is often not t^at the 
entrejpreneur had in mind for the firm. Your firm will establish 
an image in the coOTnunity whether or not you develop a community 
relations program. So, developing a coimnunlty relations program 
which is well defined is Imperative if your firm Is to have the 
publiq image you want , 

Information Needed in a Community Rela tions Program 
Most of the contributions a company makes to a conmiunity 
are economic In nature. They may include improvement of the 
town's appearance, aid to education, cultural leadership, aid to 
agriculture and local industry, promotion of coiranunity health. 
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assistance to sports and recreational progranis, promotion of' 
. the comun.lty's attractions and resources , help to the youth of 

the conmunity, jobs for the unemployed, and aid to private and 

» 

governmental community agencies. Citizens also need to know about 
- ' these coimon contributions: 

1. How many men and women are employed? 
^ 2, What are the hourly earnings of the employ eea? 

3. What percentage of the total coifflnunity payroll does the 
. firm contribute? 

' ' 4, What are the dividends paid to local stockholders? 

? 5. What investment has been made in local property? 

6\ What kind of and how many products are produced or 

services performed? 
7, What kinds and amount of taxes are paid to the community? 
Every business should keep the commmiity informed about its 
activities as well as about the cor^ vributlons it makes to the 
co^unity^sj^^^^ contributions should be clearly 

understood by the citizens. ^ 
Planning a Community Relations Progr&m 
WHAT ARB THE STEPS ' There will always be informal public rilations going on 
IN PLANNING A among employees and the community. Informal community relatloiis 
COmUNITY,. are good only if they are positive. However, there are formal 

RELATIONS ' steps that can be taken in planning a conmunity relations program. 
PROGRAM? A formal community relations program brings all phases of community 

relations together to achieve the goals and objectives developed. 
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This systematic approaGh is the best way to assure that the 
outcomes expected from the Goimnunity relations program are- 
achieved* 

The first step in planning a conimunity relations program 

\ 

is the careful and thorough study of the community* Ai)^ under- 

\ 

standing of the social^ economic, and political conditions that 

i 

determine the climate in which the business operates is essential. 
This study may be done informally by listening to comments at a 
service club meeting or formally by an agency you hire to provide 
such Information. 

The second etep is to look at your firm with the intention 
of insuring that your policies and practices will be favorably 
received by the cotmunity* You should pay particular attention 
to personnel policies and practices that affect employee attitudes 
and job satisfaction. Employees share both good and ill feelings 
about their job and the firm with neighbors. 

The third step is to determine long- and short-range objectives 
for the community relations program. After both long- and short- 
range objectives are identified, the firm's operating policy for 
community relations can be developed. No matter how limited in 
scope the operating policy is. It can help both the conanunlty and 
your., employees solve specific problems rather than merely caranuni** 
cate only general information about the enterprise. 
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The fourth step involves selecting the proper methods of 
conmuuiesting the strategies and the company's alms^ objectives, 
and problems to employees and the conimunlty. The activities 
designed to accomplish the objactives must be closely related to 
each objective. Different objectives require different implemen- 
tatlon strategies, f 
The fifth step is to gain from your managers, suparvisors, 
= and employees a coranltment of cooperation and support in carrying 
out the coMunlty relations program. This step is only effective 
if rialations with empioyees are positive* 

The sixth step is to evaluate the effectiveness of the 
program. An opinion survey of the community might be conducted. 
A conraunity relations program can also be evaluated in terms 
of the records you keep. Your records are measuring devices 
which can tell you if your operation is making a profit or 
operating at a loss. The quality and effectiveness of your 
c^unity relations program is reflected in large part through 
, ^ your business records. 

. CQMUNITY RELATIONS .MEDIA 
HOW ARE COMMUNITY A coimnunity relations program depends on media to comnunicate 

RELATIONS PROGRAMS its messages and desired images to the public. There are a 
COMUNICATED TO variety of media available to communicate your firm's community 
THE PUBLIC? relations messages. Before deciding if one medium is superior 

. ' to another, you must analyze it in terms of the objective you wish 

to achieve. You must carefully weigh and compare the advantages 
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and costs of using each medium. Only you can datarjidne the best 
media for your firm. / 
The media most, frequently used are i 

1. Newspaper advertising 

t 

2. Television and /radio advertising 

3. Press publicity (print, television, radio) ^ 

4. Company publications, including annuaLreports, booklets, 
and broAures 

5. Grand openings, open houses, and plant tours 

6. Public speaking by executives 

7. visits to community Institutions 
8T Opinion leader meetings 

9, Employee contacts 
10* Audiovisual presentations 
11. Exhibits and displays. 

Newspaper Advertising 
The entrepreneur who places advertisement in the local 
newspaper Is using a basic medium for coimnunlcating with the 
community. The primry advantage of newspaper advertising is 
speed. A message may be conveyed to the public in a short period 
of time, especially with daily newspapers. Another advantage is 
the relatively low cost of newspaper advertising. 
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You can also use the newspaper to correct misconceptions about 
the company, to win goodwill, to encourage local governraent leaders 
to have favorable attitudes toward the firm, to improve labor 
relations, and to render public service. 

Radio and TeleylBlon Advernising 
Advertising spots on local radio and television stations 
taay also be used. The primary .advantage of radio and television 
is that it uses the influence of the human voice in addition to 
sound effects and music. This type of advertising helps gain 
prestige, /inspires pride of emplgyeeSi affords instantaneous 
coinmunicationj and is! easily understood and remembered, 

ComMny Publica tions 

i\ 

You may wish to pre^ark extra copies of all business 
publications prepared about youK firm to Tnail to selected 
pubiic officials^ teachers,' merchants, bankers, and other leaders 
within the coimunity. For example, if you start a company news- 
letter, it may be profitable to make sure that coiMnunity leaders 
and other businesses receive a copy, in addition to 'employees. 

You may decide to print a brochure to acquaint and educate 
the community about your firm. Or you may support the printing 
costs for a coranunity publication such as a March of Bim^^ ^rochure. 
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Annual reports nay appear in the local newspaper or they 
may be mailed to conmunlty leaders md given to visitors. More 
and more companies are using the annual report as a priinary 
advertising medium* 

Booklets and folders describing the firm and its products 
and services may be distributed to visitors. They may also be 
used as part of a company display and as training materials for 
new employees. 

Grand Openings, Open Houses , and Plant Tour s 
As soon as it Is possible for you to have a grand opening 
of your business, you should do so, A grand opening lends a 
festive note to your new venture. Grand optming gifts or discount 
give you a chance to show your goodwill to the community and to 
build up a clientelep 

Open houst^ can be used by l .ypes of businesses. The 
public should be encouraged to come to an open house i they are 
understandably curious about the new business in their conununity* 
The open house gives them the opportunity to see and hear about it 
firsthand. An open house has several advantages: 

1, It establishes a company as a good place to work and 
. shows that the company is interested in the welfare of 
its workers. 

\ 2, It can correct misconceptions and gives people accurate 
impressions. 

34 



Part 111, Unit G ' 
Community Relations 

3. Information secured during an open house is retained 
longer. 

4. The open house is a rapid means of building better 
toroaunity understanding, 

5. The friendliness and neighbor liness of an open house 
gives a company a ''heart 

6. anployee interest is stiTnulated by giving them an 
opportunity to show their families and neighbors where 
and how tKey work. 

1, It creates interest among prospective employees* 
8, It can stimulate the sale of goods. 

Plant tours are an especially effective coimnunity relations 
tool for manufacturing concerns* People like to see how things 
are made and to watch machines in operation. Plant tours have many 
of the same advantages as open houses. In addition, they can be 
conducted at any time or upon the request of local organizations, 
such as civic or effucational groups. 

\ 

Piiblic Speaking by EKecutlves 
A bupiness can make personal contact in the community by 
fumishlne speakeivs for local service group* school , and prpfes- 
sional society programs. Stfrvlce clubs seek speakers for monthly 
or weekly programs. You might want to begin your speech with 
information about your business, for these organizatione share 
the outcomes of their meetings with other community members. 
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Opinion Leader M eetings 
Influential comm?Uilty leaders should be invited to meetings 
whleh promoce, better understanding of company policies and ^ 
operations. You may wish to designate special days such as 
"Barber's Days" "Clergy Day*" "Business Education Day," or 
"Firefighter's Day," for meetings with certain professions or 
groupa, 

J Employee Contacts 

1 Encouraging employees to get involved in civic activities 
fopters good community relations. Employees will tell their 
neighbors, friends, and relatives about their employer who en- 
couraged them to become involved in civic, educational^ prof as- 
sional, or other organizations , 

Audiovisual Presentation s 
Your resources may be limited as a beginning entrepreneur , 
but you may still want to consider making a slide and tape pre- 
aentation to describe your business. This presentation could 
be shown at civic organisation programs and to suppliers* It 
could also be used as training material for ne^ employees. Be 
sure to have a slide and tape presentation developed by a pro- 
Sessional. A "homemade" prertntstwn could give the wrong image 
about your firm. 
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Exhibits and Displays 
EKhibits and displays which describe your firm and Iti 
role in the coranunity may be set up at the county fair, school 
carear awareness days, or at the local airport. 



37 



4f) 



\ Part III, Unit G 

\ Conununity Relations 

PREPARATION/ADAPTATION ACTIVITIES \ 

Asm you able to apply, these community relations principles 
to your business aspirations? Are you n^ Imowledgeable about 
the functions of good conmunity relations ?\ The following ^ 
ac*tlvlties should help you check your knowledse. 
ASSES SHBNT ONE \ 

1, Contact three small business owiers in ^our field of 
Interest to find out what procedures they use in main- 
taining good coimunity relations. Do the companies 
^ have aiplan for coiranunlty relations? Compare the infor= 
mation you received from the business owners. Do they 
use the same procedures? If yes, why? If not, why not? 
You may, use this form to report your findings i 



Business Name 

j 


Procedure 
Followed 

for 
Coranunity 
Relations 


Explanation 





















2. Interview the oimer/fflanager of a small businass whose 
employees are very active in the coranunity. Ask the 
interviewee if any special incentive programs are used 

' to motivate the. firm's employees to partiaipate in 

community* activities* ^ 
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POSTASSESSMENT 

1. Name and describe three tasks the community relations 
function involves, ' ^ 

2. ' If you owned a small firm, to wh. -i would you asL.b„ 

the reaponsibillty for the community relations function? 

3. List five kinds of information that a comnunlty should 
be told about a firm. 

4. List the six steps involved in planning a cotmiiunity 
relations program. Describe each step in detaiJ 

5. Identify five media that are a lilable to corfcuunlcate 
to the public the firm's :o; nity re ;ior ^ran: 
Describe each anc: rank eacn according to its importance 
to your firm. Select' three of^the five media that 

you believe you would want your firm to use. Why did 
you select the three you have identified? 
Compare your answers to your responses to the preaasessment . 

You may want to cheek your postassessment answers with your 

instructor. . : 
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I 

SELF-EVALUATION 

' How well did you know the information needed to do the 
activities? 

^ ( ) Very well 
( ) Fairly well 
( ) A little. 
Be honest with yourself* If you feel you don't know 
the material well enough j it might be helpful to review this 
seetion before going on. 
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SOURCES TO CONSULT FOR 
FURTHER INFORriATION 

Small Business Administration. Profit able Coimnunlty Relations 
for SmaUBusineis. Small Business Management Series, 
no. 27. Washington, D.' C: Govemment Printing Office. 
1961. 

FILMS 

EXPLORATION LEVEL ; 

"You and Your Customers" (13% mins., sd., color, 16 mm). 
Available for purchase or rental from Sales Branch, 
National Audiovisual Center - General Services 
Administration, Washington, D. C. 20406. Phone (301) 
763-1854. 

Presents'situations involving customer relations and small 
retailers, film can be stopped for discussion following some 
of the more involved situations. Possible solutions to the 
problems are then sumnarized during the film. 
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USING THE INSTRUCTOR'S GUIDE 



Tht Instructor'rGuide contains the following: 

• Teaching/Learning Objectivis (identical to thu Teaching/ 
Learning Objectives found in the PACE unit) 

• Teacning/Learning Delivery Suggestioni 

• Pre/postasseismint Suggeitad Responiis 



This information is geared towardi the three leveli of leai ning, and is designed 
for^use as a iupplemental teaching aid. Additional instructioni for usmg PACE, 
sources of information/and an annotated glosiary can be found in the PACE 
Resource Guide. • 



PRf/POSTASSESSMiNT 
SUGGESTED RESPONSES 



iXPOSURi 

1, Ttie entreprineur^i peiiDr slity is very important to the firm; it is an Integral part of the 
firm's image, 

2, Firms selling h^^^cally me ^me products may try to develop different images for a number 
. of reasons, su. n as trying to reach different markets. 

3, Service clubs Include Urban . ^dgue and Lions Club. Joining a it ioe club would indicate 
that the entrepreneur Is concerned with improving the community. Professional groups 
include American Buslne^ Women. Entrepreneurs join professional groups to become 
acquainted with owners of well-eitsbllshed businesses, to meet others with whom they 
share common concerns, and to share ideas and learn from each other. 

4, Responses should Indicate an understanding of these facts: (a) you start communicating 
your image when you begin to inquire In the community about becoming an entrepreneur, 
(b) the Site selected is part of a firm's identity, and (c) a community relations plan should 
bo designed to project a desired im^e. 

5, Entrepreneurs should esteblish community relations goals that reflect an understanding 
and aGCeptanci of their refponsibllitles to the community. Plans for reaching these goals 
shduld be included in their long-term plans. 



EXPLORi^lON 

1, Responses should reflect detailed knowledge of expected outcomes and methods of plan- 
ning. An entrepfeneur could help the desired outcomes occur by showing concern for 
employees^ by treating them with respect, by paying good wages, and by providing good 
working conditions. 

2. . Raspohses should jndlcato an "(jnderstanding of the fact that community relations programs 
must be tailored to meet the needs of the firm and community. 

3. The company*s ability to recruit qualified employees depends greatly on its Image in the 
community, Prospeotlve workers will be more willing to work for a firm that has a 
reputation of using ethical business practices, treating employees honestly, and being fair. 



4 Tht community rel^itions progrims dtvelopid will be afftcted by tht size and charKtir' 
istics of the cities where reipondenti plan to locate and the type nf buiineises being 
gponed. 

5, Responses sh^iul',' indicate awartneis of the fact that any action an entrepr^nty r makes 
canveyt the role and image small busine^ has in our frae interpriss system. 



PRiPARAT'ON/ADAPTATrON 

1, The communis relations function includes planning, conducting opinion research, 
establishing policiis and obj^tives, preparing communication media, and evaluating 
tht community ralatians program. 

2, You might coordinate or assign to your s^aff re^onsibllity for doing various 
community rtlations tasks. You might also consider outside assistance. 

3, Topical areas of community Intere^ may include (a) numter of employees, (b) divl- 
dends paid to local stoqkholders, (c) tnvet^tment in lual property, (d) products produced, 
(e) production output, and (f) texes paid to the community. 

4, Responses should include detailed descriptions of the following: (a) careful and 
thorough research of local opinion and attitudes toward the company; (b) examination 

> and possible rtvision of current practices and policies; (c) determination of long^ and 
short-range objectives for the program; id) selection of media for communicating program 
objectives to employees and community; (e) enlistment of employee support; and (f ) 
wluation of program effectivenea 

5, Five of the following media should be ranked: (a) nempaper advertising; (b) television 

' and radio advirtlsing; (c) television, radio, and press publicity; (d) open house; (e) plant 
toui^; (f) visits to community institutions; (g) annusl reporte; (h) direct mail; (1) opinion 
leader meetinp; (j) employee conta^to; (k) public speaking; (I) audiovisual presentations; 
(m) community publications; and (n) exhibit and displays. Response should be geared 
to the particular venture beinq conside ed and should reflect community relations 
knowledge, \ 





•cMwrifiMij/LtAHnilNrj OBJECT 


pACHING/LEARNING DELIVERY SUGGESTIONS 






Upon compietjon of this Uvel of instriiction you should be ahln to; 


A varioty of differsnt tDoching/lcarnfnn mctliadQiDgies have fcoen 
uied. To help you organize your work and plan the uie of thli level 
these suggeitfons are made: 




m 

O 


1 , Deseribi t'^ importance of community relations to business. 

2. Identify the variety of sources Trom which t*" -ommunlty learns 
about a cornpany, 

3* Discuss the importance 'of cpmpany invclviment in community 
and professional organizations! 


> 

1. Collect local riowspaper clippings that illustrate? conimuniiy 
relations activities ot small businesses. 

2. Have a local entrepreneur discuss his or hnr cnmmufiiiv relations 
activities with the group, 




g 

C3 

p 

UJ 


h Identify the outcomes Gxpictcd of rnaintainign good conmiunity 
relations, 

2, Cite the objectives of a community relations program. 

3. EKpfain how community reiaijons programs can help companies 
recruit qualified staff. 


1, Invite sofneono from yotir local paper to explain insiitutiofKil advrr^ 
tising and its importance. 
" 2. Collect copies cf local newspapers for one week and find articles 
on community relgtions programs. 




© 

«B 
< 

g 

k> 
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1. LiGr.fho proaedures to be followed In maintaining good comfnLinUy 
relatiofis, 

2. Id^Niiify thono Vv'ho should nffminlsr^r and implcmiMH tfie 
cofpfriunify inlatlons pragfam imd desnribn their function?. 

3. List and doscribe the sl^c recornmondod stnps in planning n 
comrnunity f ^* itions progrtim. 

4. List th?^ media tiVfiilnbIn for corTimunlcating your comptifiy'? 
COf^Mnnrtity rolnlif)n5 nctlvities. 


1 . Invite a member of a public rolatiorK coniuittnci firm fo mp*'t with 
the group fo dpscrihe the differcn' type^ of i\^,^h[i]ncf^ aiul costs 
sivailalile to entreprpneurs. 

2. Have sorneono from a local civic or : ?rvice club in- rt ''viih tfu? gioup 
and dcsCf'bf? the benefits entrnprnnti.irs receivi^ 1 y jui'Mny the tij^aci 
ntion. 

3. Invito a manufaciuref who conducts toitrs and ofien hou^^s to 

p n-lTin tfin HMnnfits rif thpep fnf^imiiriitu fnl^finn? -ir^ f i uif to?: 




i 
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thm PACE aeries eonsiits of these parts and imlcs, 

- . P^T li^ GETTING READY TO BECOME M EN^rREPRENEUR 
Unit Ai Nature of Small Business 
Unit Bi Are You an totrepreneur? 
Unit Ci How to Succeed and How to Fail 

^ PART lis BECCMING AN E^TREPRENEUR 

Unit kt . DGveloping the Business Plan 

Unit Bi Where to Locate the Business 

Unit C: Legal Issues and Scmll Business 

Unit Ds Govenment Regulations and Small Business 

Unit El Choosing the Type of Ovmership 

Unit Fi How to Finance the Business 

Unit Gi Resourcea for Managerial Assigtance 

PART 111 I BEING AN ENTREPRENEUR 

Unit ki Managing the Business 

Unit B: Financial Management 

Unit C: Keeping the Business Records 

Unit D: Marketing Management 

Unit El Successful Selling 

Unit F: ttenaging Human Resources 

Unit G: Community Relations 

Unit Hi Business Protection 

RESOURCE GUIDE 



